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ABSTRACT

L3

. A s*udy examined whether advertising appeals based on
product affiliation, achievement, and attributes would. account for ~
differences in male readership of liquor advertisemeénts. The )
investigation focused on the relationship between the content of L
alcholic beverage advertisements and attention engagement, the first .
state in Tonsumer information processing. The sample consisted of 48
Starch scored ads taken from 3 weekly magazines. The ads were .
evaluated by three trained coders who were instructed to carefully
study each ad and, based on an '"overall impression” decision rule,

attribute appeal. ANOVA was-used-to test:for readership differences /°

identify them as employing a product affiliation, achievement, or /(J}

between ligquor ads e¢mploying the three different appeals.-Included An
the analysis were the three major levels of Starch scores: (1) -
"noted” (percentage of readers who saw 'the'ad); {2) "seen/associated”
(percentage of readers who read any part of the ad); and (3) "read
) most” ‘(percentage of- readers who read more than half of the ad's
. __copy). The liquor ads employing appeals to achievement significantly
- outscored the ads employing appeals to affiliation and - o . T
|__—product-attributes in readership. There were no statistically
— significant differsances in the reaaeréhip scores between the liguor
-ads employing appeals to affiliation and those employing appeals to
attributes. (HTH) o ! - : '
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.THE READERSHIP OF LIQUOR ADS EMPLOYING APPEALS TO AFFILIATION

,")

ACHIEVEMENT AND PRODUCT—ATTRIBUTES

-

L)

Whiskey anu other aYeoho]ic beverages have heen manufactured {ukthe
' Uuiteg States sjuce‘1540Aand have been subject to some form of feuerii and
_-state re§u1diion since }791 1 Recent evfdence indicates that aTcoho{ic ) " ¢
beverage advert1s1ng mmght be entering a new era of regu1atory scrut1ny

b e —

~ Four governmental agenc1es, the Bureau of A1COhol Tobacco and Firearms

.. -

VIR

_ (BATF), the Federal Trade Commission (FTC), the Department of Transportat1on
. \/ , (DOT), and the National }nstntute on Alcohol Abuse and Alcoholism (NIAAA),
""" | " have funded a study to determine the e¥fects"ef alcohol advertising on

;‘ . consumers, especially young consumers, 'Prompted 1afgely-by the substautiall
~ éncrease in the'per-capita consumpfion‘of‘a‘lcoho],2 the agencies_seek to
1earn‘what information about aiédhb1ic beverages is conveyed fo the'puSTic'.

,by advert1>1ng, what consumers actual‘y perceive in the messages that they see

f
and hear; and how these messages affect the1r impressions and be11efs about
alcohol consumptwn.3 Th1s 1nterest hints that regulatory policy changes

-

will follow if negat1ve consequences are uncovered.

3
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Although some research has focused on the content of a]coholic

‘beverage advert1smg4 little is known "about the influence: of*'uch adver- '

M"

tlswng on consumption behav1or > The few studies that'have appeared in

the’ research literature have focused on the effect of a]cohollc beverage

advertws1ng expenditures on sales racher than on consumpt1on behavior.

The only study that has examlned the effect of alcohol advert1s1ng on

alcohol® consumpt1on was conducted .by Bourgeois and Barnes. 6 The purpose.

- of thelr study was to determine which warjables (i. e., control1ab]e mar-

ke 1ng var-iables, semicontrollable. market1ng var1ables, and noncontroﬂ-

P

lable variables) have the most_gnfluence on the level of per-capita con-

.

of alcoho} advert1s1ng was found to have ]1tt1e effect on per-capita con-

sumpt1on of a]coho] among Canadians.

LB

"In view of the current regulatory climate surrounding alcoholic

appeals to affiliation, achjevement and. product attributes account for.

‘sumption of alcohol in*Canada The major conclusion drawn from their data
was that ‘many factors 1nf]uence alcohol consumption, but that noncontro]~

lable variables have the most influence on alcohol.consumption. Téééyo]ume ae§

1

' beverage advertising, the purpose of this investigation was to examine whether

male readership differences in 11quor ads. Rather than focus1ng on how much ' X

11quor i§ -consumed in relation to how much money 3s spent on 11quor adver- -

R

t1s1ng, th1s 19v@st}gat1on focused on the relat1onsh1p between the content

of alcoholic beverage advert151ng and attent1on engagement the f1rst stage

in consumer information process1ng

.
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E In add1t10n to public polIcy concerns, there is- the more practical

E ' , matter concerning the most effect1ve creative approaches for l1quor adver-

E tisxng ‘Nh1le l1quor consumption is logically linked to socializing, the
brand of l1quor consumed 1s often symbolic of a certain degree of status.

U | The. practical advert1s1ng quest1on then becomes one of Which of these
appeals is more effective in attracting male readers to ads for liquor‘

’products?

Appeals to aff1l1at10n achievement, and product-attrxbutes were

Fr ewm  mewn M S
3 ' .

selected because an, initial analysis of l1quor ads revealed that they fre-
7

-

.- quently employ the three appeals” and because appeals in liquer ads are v -
1nextr1cably Tinked to aff1l1at1on ach1evement .and product—attr1butes,

——
although many other appeals are also employed As Levanthal has pointed

- o AN AV LAY PP A Sws N | Y -
. ’, ' 4
* AN
. .

out, a great nany l1quor ads appeal to the soc1al aspects of group partici-
7

_tpat1on or 1nvolve quuor as an object of success 8 Examples of appeals to

..

/

restaurants or in bars. Examples of appeals to achievement 1nclude the -
/

assoc:at1on of l1quor with obgects of wealth such as mansions, yachts, or

RS
.

|
|
|
l
aff1l1at1on 1nclude/the consumpt1on of l1quor at parties, at picnics, in . ’AW
{
|
country clubs, with the accompl1shments of the individuals who dr1nk the o
llquor, or descr1pt1ons of the type of people who drink the. l1quor As sug-
* ."gested by Aaker and Myers9 and supported by the 1n1t1al-analys1s mentqoned“ S e
above, appeals in Tiquor. ads also frequently focus on one or more physical
attr1butes of l1quor. Examp}ps~of~appeals to product -attributes include ads
:that stress the un1queness of the distilling process,,the qual1ty of the 1n~ -

.gred1ents that go into producxng the 1iquor, or the price d1f.erent1al between

'”'i.the l1quor and its compet1tors., .
. ., . 1
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Starch scored magazine ads were used to test for readersh1p d1fferences

Starch is a w1de1y recogn1zed synd1cated research service which measures ad

10

‘ readership. The service uses an aided recognition techn1que to establ1sh the

amount of attent1on that readers remember giving to a part1cu1ar ad. The

. readersh1p scores for each ad general]y represent interviews w1th one hundred

or more readers whose “demographic characteristics match those of the magazine's )

audience in which~the“ad origThaily appeared

..-——~_,.-—.

Although the rcadership scores tell noth1ng about whether a liquor ad
has any effect on h1’her:prder stages on information processing, reader-

shipsis an accepted measure of the attentxon—gett1ng value of an ad and

. - N T
.research has established that attention is a necessary condition for

1earn1ng, att1tud1nai: and behavioral effects 1

i

METHOD . |
The samp]e cons1sted of forty-eight 1iquor ads taken from Starch

scored 1977 issues of T1me, Newsweek and Sporfs ITlustrated. L1quor was

se]ected as the a]coho]1c beverage to contro] for the effect of 1nherent

: :nterest d1fferences across different beverage types (i.e., beer. wine,

etc )-. 12 The ads were selected from the same icsues of all three magaZInes

to contro] fbr seasonal factors wh1ch might affect readersh1p To contro] .

{

for other factors that m1ght 1nf1uence readership scores, only full-page
four color ads were ihcluded in the sample and the data analysis was con-
fined to~ma1e-om1yhreadership scores. Although the, controls 1imited the 7
‘tdtal number of ads analyzed to 48, they enhanced the validity of the re-
Csults. . S i'. , ' |




~a

’ approaches offered by Aaker and M'yers.]4 '

The forty- elght ads were evaluated by a pane] of three trained coders.

Each pane] member was instructed to carefu]?y study ‘each ad and, based

‘on an overa]l 1mpress1on dec1s1on ru]e, to identify it as employing an
. affilxation, achlevement, or product -attribute appeal. -

The fo]1OW1ng def1n1t1ons were developed to operat1ona11ze the ap-

peals so that they could be categorlzed by the panel members The f1r.t
two were grounded in McC]e]land and his colleagues studles of socially-

13
acquireq mot1ves.“? The third was grcunded in the d1scuss1on of copy

.

Affiliation: Advertisements employing this appeal seek
to socially reinforce and legitimize the '
establishment and maintenance of positive,

- affectionate relations. with other persons.

§ ..~ An advertisement employing this appeal
would focus on the cohsumption of liquor .

" in a social group situation such as at a’

party or in a bar, }or-example.‘~ ' .
‘ ﬁchievemept. Advert1sements emp]oy1ng this apneal seek
to-associate Tiquor mith.a wide rariety of
' | goa]sf:-,mzney, stetus; poWer,'dominance,
etc. -- and the attainment of a high stan-
. dard of lf}ing. An advertisement employing
> : . this gppea] would depict the ecquisﬁtiop
. ¢ and accumu}ation ,{’m;terial gopds and .
.high levels of consumbtion act%vity, ¥or -

example. . ‘ ‘.
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Product-Attr1butes. Advert1sements employ1ng this ap-

..

peaJ focus.on one or’ more phys1ca1

¥

. R o attr1butes ‘of the liquor. For ex-

“ '\ 4 ..

ample, an advertisement emp1qying

ST . _ . ‘this appeal would stress how the
v g . > . ‘ >

4 \ ‘ I

. , . T v d1st11]1ng process enhances the

‘ L qua11ty of the 11quor.:; " T,
. The panér~members weie al]owed to eva]uate at thetr own pace and to -
review the ads as many times as they des1red before mak1ng a final deter-

. m1nat1on. An ad was 1ncluded in the data analys1s only when all three -
members agreed about the type of appea] emp10yed - s

ANOVA’ was used to test for readersh1p d1fferences between 11qaor ads:
' employing the three d1fferent appea]s. S1nce ANOVA can on{; determ1ne if’

a difference ex1sts among the three groups of ads and cannot determ1de if

/
‘ add1t1ona1 differences exist between ali poss1b]e pa1red comb1nat1o s of the

00 groups, the Newman-Keuls Mu1t1p1e Range Test was also performed to probe for

these differences. oL C 7

oL

Included in the analys1s were the three maJor 1eve]s of Starch scores: '

1) ”noted“ (the percent of readers who saw - the ad), 2) ¥'seen/associated” (the

}f . percent of readers who read any part of the ad); and 3) "read most" (the per-

centtof.readers who read more than half of the ad’ s copy). .

S

- U meswTs . . - SR /4
f‘“ B : ‘\ ° R ' a' / L.
, ~Table 1} presents the results of the ANOVA for thée Tiquor ads‘gmployingg
F - I ) " o ' 4 ff/
| » ' Table aboutAhere . BN '

R . R 7
. sy, : oy / %.

’

the three d1fferent appeaTs. JFor all three mean readership scores/(1 €., "noted"

seen/assoc1ated”, and "read most"), the computed F~statlst1c w/s 51gn1f1cant
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The Newman-Keuls resufts‘reported in Table 2 illustrate that the liquor
éds'employing appeals to achievement siénf?icantly outscored the Tiguor ads

employing agPea]s to affiliation and preduct-attributes. There were no

2

< P

Table 2 about here -

) Astatistically significant differefices in the readership scores between the
_ 11quor ads employing appeals 0 aff111at1on and those employ1ng appeals to

product-attr1butes

Lo ' DISCUSSION  + . .
While previous research has focused on the relationship between‘
liquor advertising expenditures and the sales or consumption of ‘alcoholic

'beverages,;this study represants a first -step toward uncoveripg the re-

_.
»

lationship'betneen appeals employed invliquor ads'and consumer information”
. . - i
processing. By focusing on appeals to affiliation, achievement, and product- k

attributes, the results 1nd1cate that liquor ads employ1ng appeals to ac-.
h1evenent s1gn1f1cant1y outscore ads employ1ng appeals to aff111at1on and

product-attr1butes. |

A poss1b1e exp]anat1on for these findings is that affiliation appea]s
- are generic in nature while achievement appeals are percezved to be inex-

triéab]e tied to the brand. The brand symbolizes the reader's achieved

- *' - !
status. Aff111at10n needs can be ach1eved via a var1ety of brands while

achieyement needs' are on]y fu1f111ed by specific brands. .

°

Taking 1nto cons1derat10n that noth1ng can be said about the rela-

t1onsh1p between ach1evement appeals and higher order stages of 1nformat1on

\ processing (i.e., bel1e@ab111ty, attitude change, etc.) or the sequence in
which 1nformat1on process1ng occurs (1 e., whether ad readersh1p Teads to

purchase behaV1or or whether purchase behavior 1eads to ad readersh1p),
*x

g
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thnre is a poss1b111ty that an d for a popular brand of liauor mlght 1n-' '

the resuits suédest that appeals to achievement enhance the “"attention-

gettxng va]ue of méigazine ads for 11quor. More research is needed, how-
ever, on the re1at1onsh1p between appea]s to achievement and 1nformat1on
processing for other types of alcohol:c beverages. For example, over dif-
fereht‘aicoholic beuerages, purchase s1tuat1ons (e.g., trial versus repeat),
and consumer segments (e g., male versus female), ads employing appeals to
achievement m1ght be re]ated d1fferent1y to readership as well as to other

Ll \
stages of 1nformat1on proce551ng such as belief format1Jh, be11evab111ty, )

*

attitude change, and actual purchase behavwr‘.]5 These h1gher order re]a- ‘

tionships should be. the focus of add1t10na1 reseatrch. -

- I

Another area that needs repearch 1s ﬁow inter-brand factors affect

¢ l H i |
»ar1ab111ty in the attent1on-ge t1ng power of liquor ads. For example, \
-

herehtly attract more attentio than an ad for a less popular brand, regard-
less of the-type of appeals employed in ads. This possibility also shou]d'

be the focus of future research. . \




- ..,..
PR -

I

,
e

¥
“‘
v
[
'
1
ot
!
&
4
l
1]
i

«

TABLE 1

. . ’ ¢

-ANOVA: MEAN READERSHIP SCORES FOR DIFFEﬁENT.APPéALS

APPEALS .
| Product ' (N=14) Affiliation (N=15) Achievement (N=19)
. T Range X Range - § Range
Scores \ . .= - min mx = min max = min. max
- »
"Noted" 36.1 21 | 47 35.8 24 51 46.4 3 59
“Seen/Associated” 30.2 18 43 260 W 42 404 . 25 58
. \- ' .
“"Read Most" 1.7 2 .20 4.0 2 - 9 6.9 2 32

EVERRN
i

. ANOVA

i
jo

10.40 .01
13.28 .01

" 16.61 . .01

13




. CTALE2 - . .
Paired Comparisons of Readersﬁh%‘p Sg_orés for Different Appeals*
\ ‘ . - // ' \;b‘ . -
... -“NOTED"SGORES -~~~ . . - e
E . _ DIfference ' ,, B
/ | - - - Between Significance
/- Appeal X Appeal X Means Level
T . $ - .
i “‘ _ + . . " . . .
Ach1evement 46.4 - Affiliation 35.8 . 10.6 .01
'/ Achievement 46.4 Product Attribute 36.1 10.3 .01 "
. Product Attribute -36.1 _Affiliation 35.8 .3 NS .
- / e - “SEEN/ASSOCIATED" SCORES
" Achievement .. -40.4- - Affiliation 2.1 143 o &
Achievement 40.4 Product Attribute 30.2- 10.2 .01 :
. Product Attribute 30.2 Affiliation 26.1 *4.1 NS. )\
- . ’ o . " - i ? *\
i - “READ MOST" SGORES | ~
. ; I o ""
Achievement 16.9  Affiliation 4.0 .~ 12,9 .01
- “Achievemept .- 16.9 Product Attribute 7.7 i.9.2.0 .01
Product Attribute™=7.7. Affiliation 4.0 \ 37~ NS
N C - s <7 ..
‘ﬁ‘v \ - B \ =
*The Newman~Keuls Mu1t1 ple Range Test wa\s used to compute the pan'ed N
! compamsons. ' : ‘ .
C o ) \\
|
= §
. . ’ \x ;f;
A
SR Voo
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